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Learn to personalize 
your virtual sales 

experience

FOCUS

Get tips for 
positioning your 

digital marketing 
strategy

Explore different 
tactics to create your 

30-90 day plan



BASICS
Lifecycle Marketing & 
the Buyer’s Journey



How People Search



Marketing & Sales Funnel



Lifecycle 
Marketing
The process of providing your 
target audience with the kinds 
of communications and 
experiences they need, want 
or like as they move from 
prospects to customers then, 
ideally, to brand advocates. 





Build Your 30-
90 Day Plan



1. Who is your IDEAL customer (persona)?

2. What are the top 5 things your customers ASK you about?

3. How does your customer FIND you?

4. Why does your customer CHOOSE you over someone else?

5. What makes your service or product DIFFERENT and UNIQUE from your 

competition (competitive advantage)?

6. What is the the BIGGEST concern your customer has TODAY?
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Fundamentals



Build Your Plan



Tactics



TIP 1: Digital Advertising

● Google Smart Campaigns

● Facebook Advertising

● Retargeting



Google Smart Campaign

Budget?

● Cost-effective for small businesses
● Starts with a $150 budget per ad 

What Is It?

● Automatically optimizes your ads based on data to meet your 
goals

● Highlights your services and products (utilizing your Google 
Business Profile listing and website)

● Minimal ongoing management



Google Smart Campaign Example



Facebook Advertising

● Reach thousands of people at a fraction of the cost of 
traditional print, television or radio advertising

● Easily see ROI

● Open doors to communication with potential 
customers



Brand Awareness Ads

● Place branding in 
front of potential 
customers likely to 
buy from the 
company

● Establish a following

● Ad Recall Lift Metric



Traffic Ads

● Increase visits to your 
website or app

● Shown to customers 
who will likely take 
action when they 
arrive



Messenger Ads

● Generate leads

● One-to-one 
conversations with 
customers

● Offer support and 
answer questions



1. A potential customer visits 
your site but leaves without 
converting.

3. They later check their social media, 
and you capture their attention back 
with ads about the products they 
viewed earlier.

4. You convert a 
prospect into a 
customer.

2. You create a retargeting 
campaign on social media to 
win them back.



USER VISITS LOCATION 
PAGE ON THE WEBSITE

USER LATER SEES THIS AD ON 
THEIR FACEBOOK/INSTAGRAM 

FEED



TIP 2: Search Engine Optimization

● On-Page SEO

● Off-Page SEO

● Technical



On-Page SEO



Chat Bots



Watch Full Video

WEBSITE SOCIAL MEDIA EMAIL

Video

https://www.riverpoolsandspas.com/request-a-fiberglass-pool-price


VARIANT A VARIANT B

TIP
Conversion Rate Optimization



Google Business 
Profile

● Easily connect with 
customers across 
Google Search and 
Maps.

● Update contact 
information and hours

● Reviews

Off-Page SEO



Google Business Profile: Posts

Update Event Offer



Google Business Profile: Direct Messages



Organic Social

● Social profiles rank in 
search

● Social channels act as 
search engines too!



Organic Social Video

● Personalized way to 
get to know the 
company

● Visually provide 
informational 
content

● LIVE video



Technical SEO

Site Speed SSL Security Mobile 
Responsive



What are 2 different types of email strategies that require 
the least amount of effort for a return?

#1 Welcome Emails: Nail your welcome email / first response
● Personalize and set the tone
● Your customer showed interest; be sure to return the favor.

#2: Keep customers engaged with ongoing campaigns
● Nurture Campaigns - keep them engaged
● Always provide value to them

TIP 3: Email Strategies



Welcome Email Monthly eNewsletter



TIP 4: Virtual Sales

● Be responsive

● Personalize

● Deliver Value (don’t sell)



Responsiveness & Being Helpful

● Respond in minutes, not days
● Utilize automation
● Bring immediate value and be 

helpful

“Firms that tried to contact potential customers 
within an hour of receiving a query were nearly 
seven times as likely to qualify the lead … as those 
that tried to contact the customer even an hour 
later — and more than 60 times as likely as 
companies that wait 24 hours or longer.”  -Harvard 
Business Review



Personalization

Personalize your greeting and sign off with a 
picture of the sender and his/her role in the 

company. 

Personalize your emails 
by sending a video 
message.

Link to social channels 
that show the life of the 

company.



TIP 5: Direct Mail Integrated Nurturing

Direct Mail
Landing Page

FormForm Response - Thank 
You 

Thank You Email 



BUILD YOUR PLAN



Ask Me Anything...

Q&A



TAKEAWAYS
● Listen to the changing needs of your audience and adapt your plan 

accordingly.

● Use your budget and time wisely.

● There is no quick fix to generating or nurturing business; you need a 
holistic view to ensure you’re using the right personalized content, in the 
right channels, delivered at the right time to attract your ideal customer.



Thank You!

419.629.0080 •     connect@mktgessentials.com •     mktgessentials.com

mailto:connect@mktgessentials.com
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